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Abstract 
This paper reports results of a study aiming at exploring the factors affecting Greek people to make vacation in Greece. Through 
the study i) the main factors influencing Greek people in their choice about the tourist destination ii) consumers with similar 
buying behaviour were classified into groups and iii) each group of consumers was profiled according to their demographic 
characteristics and their  preferences regarding their holidays. Field interviews were conducted in a randomly selected sample 
consisting of 102 people in Greece in November 2013. Principal Components Analysis (PCA) was performed to identify the 
main factors that affect Greek people to make vacation in Greece. These factors were: (a) vacation activities (b) natural 
environment and entertainment (c) travel connections and (c) culture. Hierarchical and non hierarchical cluster techniques were 
employed to classify consumers with similar consumption behaviour. Three groups of tourists were identified: (a) those 
interested in the vacation activities, (b) those interested in cultural issues, (c) those interested in travel connection. Discriminant 
Analysis was performed to assess how the identified main factors affecting Greek people to have holidays in Greece through 
PCA, could predict cluster membership. A non parametric test was used to profile each group of tourists according to their 
demographic characteristics. 
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1. Introduction 
 
Tourism and hospitality consist of key economic activities worldwide  and therefore marketing plays an important 
role to tourist industry (Morgan and Pritchard 2002, Tripathi and Sddiqui 2010, Williams, 2006). Tourism activities 
cover a wide range of sectors from agriculture to secondary industries through many service suppliers (Proust et. al. 
2009). Tourism sector consists of a powerful developing force and it is a key sector in the national economies 
(.Proust et. al. 2009). According to Greek Tourism Confederation (2013a) the tourism industry has played a 
significant role in Greek economy by contributing to the GDP by 16.4%. There were 15.5 millions international 
arrivals and 10,024.9 million euro international receipts in Greece in 2012 (Greek Tourism Confederation 2013b).  
 
Although most of the studies in tourism marketing were focusing on the destination or outlet very few focus on 
consumers’ preferences (Williams 2006, Tripathi and Sddiqui 2010). Consumers by not being able to touch, see, or 
test a service, have to undertake much riskier purchasing decisions in comparison with goods (Palmer 2000). On the 
other hand the main factors that motivate them to choose a travel destination are according to Hsu et. al.  (2009) 
escape, exploration and evaluation of sets, relaxation, prestige and regression, enhancement of kinship relation and 
facilitation of social interaction. Psychological factors including escape and self actualisation, physical factors (rest 
and relaxation, medical treatment and health and fitness), social interaction (visiting friends and meeting new 
people) and seeking or exploration (novelty seeking, culture exploration, adventure seeking and enjoying night life 
and shopping) affect tourists to travel (Mohamad and Jamil, 2012). Furthermore, destination choice and the quantity 
of what is consumed are influenced by the cost of transportation and the cost of tourist services (Divisekera, 2003). 
Furthermore, information, security provided, choice offered, access, mode of complaint redressal and value for 
money have a significant influence on consumers choice process in the tourism package (Tripathi and Siddiqui, 
2012). According to EC (2014) the main factors that influence European citizens for going on holiday are: 
sun/beach, visiting family/friends/relatives, nature, culture, city trips, sport related activities or wellness/health/spa 
treatment whilst most of the people who take holidays in Greece are interesting in sun/beach and culture. Natural 
features, quality of the accommodation, cultural and historical attractions, general level of prices, quality of activities 
or services, the way in which tourists are welcomed as well as accessible facilities for people with special needs are 
some other crucial factors affecting tourists in returning to same place for a holiday (EC 2014). Moreover, the 
hospitality local people show to tourists, the friendliness of the employees in tourism enterprises, the quality of the 
services the apartments, hotels and studios provide to tourists are quite important factors for tourists  decision 
making process regarding the selection of their travel destination (Fuchs and Weinmair 2004).  
 
Socio-demographic characteristics of consumers including age, education and income were found to affect the 
choice of people go on holiday (Torres-Sovero et al. 2012, EC 2014). In particular, older people with high income 
and education  primarily are looking for experience in the wild whilst middle age people with high income and 
university level education show greater interest in biodiversity and local cultures (Torres-Sovero et al. 2012). 
Tourists over 55 years of age as well as employees mainly are influenced by nature to go on holidays in comparison 
with young people who mostly go for holidays for sun/beach (EC 2014). People who completed their education and 
are 20 years and over are most likely to mention nature, culture and city trip as their main reasons for going on 
holiday (EC 2014). 
 
Most of the studies examined the factors that affect consumers to choose their travel destination internationally 
whilst very few studies tried to explore the attitudes of Greek tourists towards their choice regarding the Greek 
destinations. Furthermore, there is no study to the knowledge of the authors that tried to explore if the type of 
tourism (thematic tourism) influences Greek tourists in choosing their travel destination as well as if the duration of 
holidays, the information sources and the demographic characteristics of consumers have a significant impact on 
tourists decision making process regarding the selection of their tourist destination.  
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Hence, the current study explores the main factors influencing Greek people in their choice about the tourist 
destination and if  consumers with similar buying behaviour were classified into groups. Furthermore, it tried to 
profile each group of consumers according to their demographic characteristics and their  preferences regarding their 
holidays.  
 
Finally this research aims to provide (a) theoretical contribution to the understanding of the Greek tourists 
behaviour towards the selection of domestic tourists’ destination and (b) managerial implications regarding the 
marketing policies local stakeholders and key actors of the tourist sector  should develop within this period. 
 
2. Methods 
 
2.1. Survey Procedure 
 
The researchers undertook a telephone interview survey to a sample of Greek citizens in order to gather data 
necessary to identify the factors that affect Greek people to select a domestic tourist destination. 
 
The research null hypotheses that this study tests are the followings: 
• Ho1: Tourists in Greece cannot be classified into groups according to the factors that affect them to make 
holidays in Greece 
• Ho2: The type of tourism (thematic tourism) that influence Greek tourists in choosing their travel 
destination is not significantly related to a particular tourism behaviour. 
• Ho3: Information sources are not significantly related to a particular tourism behaviour. 
• Ho4: Duration of holidays is not significantly related to a particular tourism behaviour. 
• Ho5 Consumers’ demographic characteristics are not significantly related to a particular tourism behaviour. 
 
The researchers based on the methodology presented by Oppenheim (2000), selected at random 6 of the 13, in 
total, regions of Greece, in order to form a more geographically wise representative sample. Continuously, one 
prefecture was randomly selected from each region. Finally, a random systematic sampling of every 20th person of 
the telephone catalogue was used for a total of 20 consumers in each prefecture. The study-sample was considered as 
representative of the total population, since all the sample characteristics did not differ from those of the total 
population, based on the Census of 2011 (Tsourgiannis et. al. 2008, ELSTAT 2013).  The questionnaire designed to 
meet the research objectives was piloted in November 2012 to 30 people in the 28th International Tourism Exhibition 
“Philoxenia 2012”. The pilot survey indicated that no modification was necessary. Therefore, the main survey was 
conducted between November and December of 2013. The size of the sample selected based on Siardos’ 
methodology (Siardos 1997). In particular, the proportional representation of the sample was secured by checking 
the sample- proportion of the tourists who declared that they have been  for holidays in Greece with the consumers 
in the pilot survey  who mentioned that have been  for holidays in Greece. More specifically, the proportion of 
consumers (p) in the pilot survey who indicated that they have been for holidays in Greece was 89%. Therefore, in 
order to achieve a representative sample the sample size should be at least 73 consumers (in order have z=3 and 
d=5%). Hence, the researchers surveyed 150 consumers (almost double than the appropriate sample size) and the 
productive sample was 102 consumers (68% productive response rate).  
 
2.2. Statistical Methodology 
 
Multivariate analysis techniques were used to the 102 people to reveal the key information contained in the 
responses, and the following analyses were applied in three stages.  First, a component analysis (PCA) was used to 
identify the variables that accounted for the maximum amount of variance within the data in terms of the smallest 
number of uncorrelated variables (components). The anti-image correlation matrix was used as well as Bartlett’s test 
of sphericity and measure of sampling adequacy (MSA) in order to check the suitability of the data for subsequent 
factor analysis. The variables that had a high proportion of large absolute values of anti –image correlations as well 
as MSA less than 0.5 were removed before analysis. 
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In this study, PCA reduced the 16 key attitude variables, which relate to various aspects of tourists’ behaviour 
towards their decision to choose a domestic destination, to a smaller set of underlying factors.. An orthogonal 
rotation (varimax method) was conducted and the standard criteria of eigenvalue = 1, scree test and percentage of 
variance were used in order to determine the factors in the first rotation (Hair et al. 1998). Different trial rotations 
followed where factor interpretability was compared. These PCA scores were then subjected to cluster analysis to 
group tourists with similar patterns of scores into similar clusters based on their behaviour regarding the decision to 
make holidays in Greece.. In this study, both hierarchical and non-hierarchical methods were used according to the 
recommendations of Hair et al. (1998) and Punj and Stewart (1983) in order to develop a typology of the tourists’ 
behaviour towards making holidays in Greece.  
 
Quadratic discriminant analysis was performed to assess how accurately the identified key dimensions that were 
derived from the PCA analysis could predict and discriminate cluster membership. 
 
Statistical tests based on the outcomes of the multivariate statistical techniques presented above (factor, cluster 
and discriminant analysis) employed to test hypothesis Ho1. Chi-square analysis and Fisher’ exact test, were used to 
test hypotheses Ho2, Ho3, Ho4 and Ho5.  
 
3. Results   
 
3.1. Factors and attitudes affecting tourists’ behaviour towards making holidays in Greece. 
 
Principal components and factor analyses (through a varimax rotation) were conducted to identify the key 
preference variables, and the latent root criterion (eigenvalue =1), and the percentage of variance were used to 
determine the number of factors (Table 1). Several different trial rotations were conducted to compare factor 
interpretability as suggested by Tabachnick and Fiddell (1989) and Hair et al (1998).  
 
Table 1: Results of Principal Component Analysis regarding tourist’s behaviour towards making holidays in 
Greece 
Component Eigenvalues % of Variance Cumulative Variance Variable Communalities 
1 7.340 45.873 45.873 V1 0.728 
2 1.930 12.060 57.933 V2 0.681 
3 1.400 8.748 66.681 V3 0.710 
4 1.095 6.842 73.523 V4 0.713 
5 0.771 4.816 78.339 V5 0.642 
6 0.716 4.476 82.815 V6 0.686 
7 0.641 4.008 86.823 V7 0.800 
8 0.563 3.520 90.342 V8 0.712 
9 0.487 3.046 93.388 V9 0.758 
10 0.354 2.214 95.603 V10 0.847 
11 0.243 1.519 97.121 V11 0.612 
12 0.168 1.050 98.171 V12 0.793 
13 0.102 0.635 98.806 V13 0.862 
14 0.085 0.530 99.336 V14 0.916 
15 0.074 0.460 99.796 V15 0.598 
16 0.033 0.204 100.00 V16 0.706 
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PCA identified four key factors that affect Greek people’s preferences towards Greek tourist destination (Table 
2). 
Table 2:  The Key Factors affecting Greek people’s preferences towards Greek tourist destination 
Variables 
Main Factors Affecting Purchasing Behaviour Factor Loadings 
 Vacation Activities   
V7 Activities on the beach 0.824
V8 Sport activities 0.777
V8 Excursions 0.762
V9 Restaurants 0.710
V12 Existence of an Airport 0.620
V15 Travel cost 0.552
 Natural environment and entertainment   
V1 Nature 0.812
V2 Peace 0.746
V10 Traditional festivals 0.638
V11 Nightlife 0.558
 Travel connections   
V14 Easy train connection 0.845
V13 Easy coach connection 0.814
 Culture  
V3 Local architecture 0.797
V4 Historical and archaeological monuments 0.636
V16 Climate 0.632
V6 Ecotourism activities 0.554
KMO  MSA = 0.691; Bartlett test of Sphericity = 1353.978, P <0.001 
 
In the next stage, hierarchical and non-hierarchical clustering methods were used to develop a typology of the 
behaviour of the Greek tourists towards their attitudes to make holidays in Greece (Harrigan 1985; Helsen and Green 
1991; Hair et al. 1998; and Siardos 1999). Cluster analysis was conducted on the 102 observations, as there were no 
outliers. 
 
It identified three groups of tourists that were named according to their behaviour patterns towards their attitudes 
to make holidays in Greece (Table 3).  These are: (a) the “Interested in vacation activities and natural environment”, 
(b) the “Interested in cultural issues” and (c) the “Interested in Travel Connection”.  
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Table 3 : Groups of Greek tourists according to their behaviour patterns towards their attitudes to make holidays 
in Greece 
Key Dimensions 
Interested in 
vacation 
activities and 
natural 
environment 
Interested in cultural 
issues 
Interested in Travel 
Connection P 
Vacation activities 71.60 35.60 35.67 0.001
Natural environment and 
entertainment 63.80 40.40 43.33 0.001
Travel connections 40.80 44.00 77.67 0.001
Culture 44.40 73.70 38.47 0.001
Number of consumers 
(n=102) 45 30 27  
 
In particular, “Tourists interested in vacation activities and natural environment” comprise the 44% of the 
sample. They are mainly  influenced in their decisions regarding their holidays destination by activities taking place 
on the beach, sports activities, excursions, restaurants, existence on an airport and travel costs. They are also 
interested in nature, peace, traditional festivals and nightlife. Furthermore, they pay attention to travel connection 
issues and culture. The “Tourists interested in cultural issues” ccomprise the 29% of the sample. They mainly pay 
attention when they have to decide about where they will go for holidays in local architecture, historical and  
archaeological monuments, climate and ecotourism activities. They are also interested in travel connection, natural 
environment and entertainment as well as in vacation activities. Finally, “Tourists interested in travel connection” 
consist of the 27% of the sample. They are mainly interested when they have to decide about where they will go for 
holidays in easy train and coach connection. They are also interested in natural environment and entertainment, 
culture as well as in vacation activities. 
 
Moreover discriminant analysis was conducted to evaluate the prediction of group membership by the predictors 
derived from the PCA. Initially the normality of the key strategic dimensions was checked.  The Box’s M test 
statistic (Box M= 98.404 approx F= 4.615, df =20 P<0.001) indicated that the variance – covariance matrices were 
violated.  
 
Thus, the Bartlett Box F statistic and the Levene’s Test were conducted additionally using Minitab to asses the 
homogeneity of variance for each depended variable (Siardos 2000). The summary of the cross validation 
classification derived by the quadratic discriminant analysis is shown in Table 4. 
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Table 4 : Cross Validation Classification according to Discriminant  Analysis 
 
Actual Classification 
Predicted Classification 
Interested in
vacation activities
and natural
environment 
Interested in
cultural issues 
Interested in
Travel 
Connection 
Interested in vacation
activities and natural
environment 41 0 0 
Interested in cultural issues 4 30 0 
Interested in Travel
Connection 0 0 27 
Total N 45 30 27 
N correct 41 30 27 
Proportion 91.11% 100.00% 100.00% 
N = 102 N correct=98 Proportion Correct  96.08% 
 
Thus, the sixteen consumption dimensions could accurately predict and discriminate consumers’ group 
membership. Therefore, the hypothesis Ho1: Tourists in Greece cannot be classified into groups according to the 
factors that affect them to make holidays in Greece may be rejected. 
 
3.2. Attitudes of Greek tourists towards thematic tourism.  
 
In this stage chi-square analysis and Fisher’s exact test were performed to explore what kind of thematic tourism 
prefer each group of Greek tourists. The analysis indicated (Table 5) the vast majority of each of the identified group 
of Greek tourists do not prefer any particular type of thematic tourism. 
 
Table 5: Attitudes of Greek tourists towards thematic tourism, 
 
Type of Tourism 
Interested in
vacation 
activities and
natural 
environment 
Interested in
cultural issues 
Interested in
Travel 
Connection 
Religious tourism(x2=10,317,
P<0.01, Fisher’s exact test = 10,602
P<0.005) 
NO (73.3%) 
YES (26.7%) 
NO (90%) 
YES (10%) 
NO (100%) 
YES (0%) 
Health and medical tourism
(x2=8.419, P<0.0 , Fisher’s exact test
= 10,070 P<0.01) 
NO (73.3%) 
YES (26.7%) 
NO (80%) 
YES (20%) 
NO (100%) 
(YES 0%) 
Rural tourism (x2=10,317, P<0.01 ,
Fisher’s exact test = 8,925 P<0.01) 
NO (93.3%) 
YES (6.7%) 
NO (90%) 
YES (10%) 
NO (66.7%) 
YES (33.3%) 
Gastronomy (x2=11,477, P<0.01, ,
Fisher’s exact test = 13,410 P<0.005) 
NO (66.7%) 
YES (33.3%) 
NO (80%) 
YES (20%) 
NO (100%) 
(YES 0%) 
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Therefore, research hypothesis Ho2: “The type of tourism (thematic tourism) that influence Greek tourists in 
choosing their travel destination is not significantly related to a particular tourism behaviour” may be rejected. 
 
3.3. Exploring the information sources that Greek tourists use.  
 
Chi-square analysis and Fisher’s exact test conducted to explore which information sources each group of Greek 
tourists use in order to retrieve information regarding their travel destination. The analysis showed (Table 6) that 
most of the tourists what are interested in vacation activities and natural environment tourists prefer to be informed 
regarding their holidays destination by friends and relatives. Most of Greek tourists who are interested in cultural 
issues mainly are informed by travel agents or their friends and relatives. Finally most of the Greek tourist who pay 
attention to travel connection search information regarding the place they will go for holidays by friends and 
relatives or based on their own experience. 
 
Table 6: The association between Greek tourists and information sources they use to search information for they 
travel destination 
Information sources 
Interested in
vacation 
activities and
natural 
environment 
Interested in
cultural issues 
Interested in
Travel 
Connection 
Travel agents 
(x2=7,194, P<0.05;Fisher’s exact
test = 6,849 P<0.005) 
NO( 86.7%) 
YES (13.3%) 
NO (60%) 
YES (40%) 
NO (77.8%) 
YES (22.2%) 
Friends and relatives 
(x2=6,214, P<0.05 , Fisher’s exact
test = 6,036 P<0.005) 
NO (33.3%) 
YES (66.7%) 
NO (60%) 
YES (40%) 
NO (33.3%) 
YES (66.7%) 
Personal experience 
(x2=3,890, P<0.01) 
NO (66.7%) 
YES (33.3%) 
NO (100%) 
YES (0%) 
NO (44.4%) 
YES (55.6%) 
Internet (n.s.). n.s. n.s n.s 
 
Hence, research hypothesis Ho3: Information sources are not significantly related to a particular tourism 
behaviour may be rejected. 
 
3.4. Profiling Greek tourists regarding their demographic characteristics and the duration of their holidays.  
 
A cross tabulation chi-square analysis and Fisher’s exact test employed in order to develop the profile each group 
of Greek tourists who have a particular tourism behaviour regarding their demographic characteristics and duration 
of their holidays. 
 
As Table 7 indicates, most of the Greek tourists who are interested in vacation activities and natural environment 
prefer to go for holidays for 4-6 nights, are either between 18-25 years old and students or between 40-49 years old 
and private employees. On the other hand, most of the Greek tourist who are interested in cultural issues are between 
30-39 years old, civil servants and prefer to make holidays for less than 3 nights. Furthermore, the majority of Greek 
tourists who are interested in travel connection are more than 50 years old, civil servants or retired and usually stay 
for 4-6 nights in their tourist destination. 
 
 
 
350   Lambros Tsourgiannis et al. /  Procedia Economics and Finance  19 ( 2015 )  342 – 352 
Table 7:Profile of each r group of tourists regarding their demographic characteristics 
Demographic 
Characteristics 
 Interested in 
vacation 
activities and 
natural 
environment 
Interested in 
cultural issues 
Interested in 
Travel 
Connection 
Age 18-23 years old x
2=47,924 df= 
10 P<0.001 
Fisher’s 
exact test = 
45,010, 
P<0.001 
33.3% 10.0% 20.6% 
24-29 years old 13.3% 10.0% 0.0% 
30-39 years old 20.0% 40.0% 33.3% 
40-49 years old 33.3% 10% 11.1% 
50-64 years old 0.0% 30% 22.2% 
>65 years old 0.0% 0.0% 22.2% 
Oc
cupati
on 
Civil Servants  13.3% 50.0% 33.3% 
Private Employees x2=42,465 
df=12 
P<0.001 
Fisher’s exact 
test = 41,525 
P<0.001 
26.7% 20.0% 11.1% 
Entrepreneur 0.0% 10.0% 0.0% 
Free Licence 20.0% 0.0% 11.1% 
Retiree 0.0% 10.0% 22.2% 
Students 26.7 0.0% 11.1% 
Unemployment 13.3% 10.0% 11.1% 
Durati
on of 
holida
ys 
< 3 nights x2=21,222 
df=6 P<0.001 
Fisher’s exact 
test = 17,951 
P<0.001 
40.0% 37.5% 37.5% 
4-6 nights 50.0% 25.0% 50.0% 
7-10 nights 0.0% 0.0% 12.5% 
>10 nights 10.0% 37.5% 0.0% 
 
Hence the hypotheses Ho4: Duration of holidays is not significantly related to a particular tourism behaviour 
and Ho5 Consumers’ demographic characteristics are not significant related to a particular tourism behaviour  
maybe rejected. 
 
4. Discussion -Conclusions  
 
This study indicated that there was a significant association between the adoption of a tourism behaviour and the 
factors, that influence tourists to choose a domestic destination. 
 
It was also found that the consumers who prefer to go for holidays in Greece are not interested in any particular 
type of thematic tourism whilst they are mostly influenced in their decision making process regarding the selection 
of their domestic holiday destination by friends and relatives and to a lesser degree by travel agents. 
 
There are some limitations that have been stated in the relevant sections of the study and are the followings:  
(a) Some answers in the questionnaire may not represent the true beliefs and attitudes of tourists due to the fact 
that they were asked by telephone and their time to answer the questionnaire was sometimes limited. Of 
course this limitation exists in most of telephone of interview surveys.  
(b) The samples in such surveys can not be quite large due to financial constrains. 
 
Nevertheless, the value of the current study is unquestionable. It is the first study (to the knowledge of the 
authors) that explores consumers’ attitudes and more particularly Greek tourists attitudes towards domestic 
destinations by providing managerial and theoretical implications. 
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From a theoretical perspective, this study further contributes to the understanding of the consumers’ behaviour 
towards the choice of a domestic destination. In particular it supports the findings of other studies (Divisekera, 2003, 
EC 2014, Fuchs and Weinmair 2004,Hsu et. al.  2009, Mohamad and Jamil, 2012, Tripathi and Siddiqui, 2012) 
according to which consumers are influenced in their decision regarding the selection of their tourist destination by 
escape and self actualisation, novelty seeking, culture exploration, adventure seeking and enjoying night life, natural 
features, quality of the accommodation, , general level of prices, quality of activities or services.. In particular Greek 
consumers choose to go for holidays in Greece motivated by the activities existed on the beach, sports activities, 
excursions, restaurants, existence on an airport, travel costs, nature, peace, traditional festivals, nightlife, local 
architecture, historical and  archaeological monuments, climate, ecotourism activities, easy coach and train 
connection.  This study also indicated that Greek tourists who prefer to go for holidays in Greece are not influenced 
in their decision regarding the selection of their tourist destination by a particular type of thematic tourism.  
Furthermore it supports the findings of Torres-Sovero et al. (2012) and E.C. (2014) that socio-demographic 
characteristics affect people to choose their travel destination. In particular most of the Greek tourists who are 
interested in vacation activities and natural environment prefer to go for holidays for 4-6 nights, are either between 
18-25 years old and students or between 40-49 years old and private employees. On the other hand, most of the 
Greek tourist who are interested in cultural issues are between 30-39 years old, civil servants and prefer to make 
holidays for less than 3 nights. Furthermore, the majority of Greek tourists who are interested in travel connection 
are more than 50 years old, civil servants or retired and usually stay for 4-6 nights in their tourist destination. 
 
From the managerial perspective, this study can provide the state and regional tourism departments with 
information about the factors that motivate Greek consumers to visit domestic destinations for their holidays, so that 
they can add value to their relationship with the tourist by developing the preferred combination of features. The 
decision making authorities in tourism sector in Greece can also evaluate the information provided by the study to 
appropriately bridge the gap between their perception of value and what really motivates tourists by developing the 
corrective action plans. Although this study focuses on Greek tourist sector, the methodology of the paper and its 
purposes may be successfully implemented by tourism authorities of other national environments.  
 
Furthermore, this study can help tourism stakeholders (travel agents, hotels, Regions and Municipalities) to 
understand how Greek tourists view and choose their destination and hence, can develop effective marketing 
strategies and plans. Besides tourism stakeholders should formulate their marketing and promotion mix and focus on 
the factors and socio-demographic characteristics of tourists presented above taking into consideration their 
competitive advantages and characteristics of their area. Finally, consumers may spend their money within the 
framework of their national economy by choosing domestic destinations instead of travelling abroad and will 
contribute in this way to the reflation of the national economy that suffers so much due to the recent economic crisis. 
 
. 
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